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igital transformation is causing a
Dshift in strategy and business models
as businesses respond to a new market
environment. Multichannel communications
are becoming a requirement for increasingly
connected, informed and empowered
consumers, and improving customer
experience is at the heart this digital
transformation.

Our latest Breakthrough Research, which was
published on 24 August 2022, gives an insight into
the most important technologies and applications
for customer experience, how to best achieve an
optimal blend of human and technology-based
experiences and what organisations should do to
reduce the risk of digital exclusion.
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Our report assesses the elements required to
implement technologies successfully to achieve
business performance and customer service
objectives. In addition, it explores when the

use of technology in a customer experience
context becomes excessive — from an Al, data or
personalisation perspective.

The launch webinar, which took place at the

end of August, featured a presentation of the

key findings from the research, followed by a
panel discussion with the research sponsors from
Amazon, Content Guru and Correla. The full
report is available to download under the Research
and Insight tab on our website, and members can \
access the webinar recording and slides in their |
Member Dashboard.
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STAFF AND SKILLS SHORTAGES
AND CUSTOMER SERVICE IN
A DIGITALLY-FOCUSSED WORLD

by Oliver Hazell, senior account manager, Cavendish Advocacy

The UK has been experiencing a shortage of skills
and staff across the economy for a while now.
These shortages are not just confined to one
sector or skill level - it's at both ends of the skill
requirement levels and across multiple sectors

in the economy. However, coupled to this has
been a distinct, growing and deepening trend

of organisations across the country using digital
methods of contacting, retaining and updating
customers and their staff. Such a move makes
sense in a world where COVID-19 still hasn’t gone
away. The impacts of the pandemic will be long-
lasting as we can all now appreciate, particularly in
the ways organisations communicated with their
customers as call centres couldn’t operate and
digital soltuions were found so staff could work
from the safety of their homes.

However, the trend of increased digital approaches
for customer engagement is one that could isolate
and exclude some sections of the population who
either can’t, or don’t want to use digital channels
to communicate with organisations. Not everyone
has secure, reliable and affordable access to the
internet. Others don't trust digital communication
—in an age where trust between a customer and
an organisation is key to retention (see the most
recent July UKCSI results for a snapshot as to why
trust is so important).

I noted in my piece in the previous issue that the
role of customer service workers was changing,
and at pace, and this is still the case. But that
change, particularly where it leans towards the
digital aspect of communication for customers,
should not be to the detriment of customers,
particularly those two cohorts of people | mention
above.

These combining and overlapping challenges of
skills and staff shortages, a changing world and
skillset requirements for service workers - at a time
when organisations are moving evermore towards
digital means of communication, to the potential
exclusion of some - is something that the new
Prime Minister must take hold of.

This new Government must ensure staff and skills
shortages are driven down, and quickly.

It should place renewed focus on customer
service work and its direct benefit to the growth
of the UK economy as well. We've seen from the
most recent UKCSI how business productivity is
impacted by customer complaints. The data is
there to evidence the correlation between staff
and skills shortages causing inconsistent customer
experiences and levels of services, leading to
complaints, reducing productivity. The Government
should also consider extending campaigns like
‘Generation Logistics’ — which seeks to encourage
people into roles in the logistics sector — to the
likes of the customer service industry too. Not
only that, but the perennial challenges of the
apprenticeship levy continue to require review
and reform.

But whilst Government needs to play its role in
ensuring staff and skills shortages reduce, and
access to skills and talent improves, organisations
also need to do their part as well. That comes

in ensuring the right communications are being
delivered to the right customers using the most
appropriate channels for that customer. This

is something that is being focused more on,
particularly in the social housing sector as the
Social Housing (Regulation) Bill moves through
parliament, and indeed the FCA's new Consumer
Duty noted the need to communicate in a clear
and easy to understand way with customers in the
financial services sector too.

If organisations can continue demonstrating to
Government that they are communicating with
customers in appropriate, easy to understand
ways, using the channels preferred by each
customer to ensure no-one is left behind or left
without access to products or services, then
Government must respond in kind. They should
help plug staffing gaps through awareness and
education campaigns on the vital role of customer
service work to the economy and make it as
easy as possible for organisations to recruit staff
with the right skillsets. This success and growth
of organisations will then, in turn, help to grow
the economy as we continue to recover from the
scarring impacts of geopolitical events and the
pandemic.
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he ability to draw on highly developed
emotional intelligence and empathy skills to

really understand, support and guide customers

through great experiences has never been

more essential. With the ongoing increase

in automation and digital delivery, this is

transforming how our teams need to interact

with customers.

Relationship-based skills will always underpin how
we deliver. However, the ability to help customers
navigate online processes when they are not
confident, brings a new dimension to customer
support roles. Being able to build digital confidence
and support self sufficiency for the future means
understanding the customer at a deeper level and
being able to deploy a coaching approach at times.
Many weren't recruited on that basis so will need
development support to achieve this transition.

Depending on roles and the range of what is offered,
the skillsets will vary. That's why, as part of Institute
membership, we offer access to a range of options to
build short, medium and longer term service-based
development pathways for a wide variety of roles.

Our content is underpinned by our research and
developed through drawing on our expertise as the
professional body for customer service. Our expert
Academy team delivery and course standards and
quality measures ensure learning can be embedded
and maximises the tangible impact. There is always
an articulated outcome for the individual, their
organisation and their customers that deliver return
on investment.

In such times as we face now, a short-term view

may be to use a one size fits all approach and offer
short training sessions to as many people as possible.
However, taking a medium to longer term view and
investing in quality training where smaller groups of
learners can engage with topics, apply the learning to
their own role and leave with tangible outcomes that
can be implemented back in the workplace will pay
dividends in the longer term.

Investing in existing employees to help them
transition to new ways of working and be agile

in response to ever changing customer needs is
essential in the current environment. Recruitment is a
challenge and retention is a key business priority for
virtually every business. Organisations are thinking
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by Sue Tonks, Director of Academy, Standards and Quality
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long and hard about the approach they wish to take,
but decisive action is needed — the customers are

still there, with their evolvingineeds in terms of the
support and solutions they are seeking. Satisfaction
levels, trust and loyalty all take time to build and can
be broken quickly if we don’t keep pace with the
expected level of service provision.

We know that people development needs to be
flexible, and we have a wide range of options to
suit all needs. We can help build a programme of
development to support delivering your service
strategy and objectives.

Our core delivery basis is virtual, flexible and cost
effective for members to engage colleagues from
different locations and teams where they wish to
develop end-to-end understanding and customer
experiences.

There is plenty to choose from including half- and
one-day workshops, modular short programme
courses, Professional and Management Qualifications,
and — where integrated into a larger programme of
delivery — some opportunity for bespoke development.
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We work with organisations to build integrated
programmes of delivery using Institute courses
alongside your own training, technical or regulatory
training, apprenticeships and other things.

There are combinations available to build the right
learning pathways to suit your needs. For example,
some members use a combination of half-day
workshops, training courses and qualifications to
provide a route of skills (and career) progression.

The Academy will be showcasing our Servicelmpact
course during National Customer Service Week, so
look out for the webinar. Come along and find out
more about this course which is designed to develop
emotional intelligence skill, understanding of different
service delivery styles and to analyse customer types
to form a deeper understanding of their needs.

Our Client Relationship and Academy teams

would be happy to discuss your needs and provide
options for inclusion in your employee development
programmes. So whether you are about to develop
something, or are looking for ready-made solutions,
do talk to us.

Please contact us at enquiries@icsmail.co.uk
for more information.




Dates for the diary

16 SEPT 2022 Measuring What Matters

29 SEPT 2022 Handling Challenging
Customer Interactions

03 OCT- National Customer
07 OCT 2022 Service Week

05 OCT 2022 Head-to-Head with
Shirley Fell
(Cirencester Friendly Society)

12 OCT 2022 Head-to-Head with
Richard Fearon
(Leeds Building Society)

13 OCT 2022 Discovery Roadmap Meeting

01 DEC 2022  Trusted Advisory
Network Meeting

07 MAR 2023 Annual Conference
and UK Customer
Satisfaction Awards

For details of our events programme,
please visit:

www.instituteofcustomerservice.com/events

Editorial Panel

Editor — Liz Loxton

The Institute of Customer Service

Contributor
Peter Crush, Penelope Rance

Production Director
Mel Needham

Designed by
Think Publishing Ltd for publication by
The Institute of Customer Service

Contact

The Institute of Customer Service at:

4 Gainsford Street, Brewery Square, London, SE1 2NE
T. 020 7260 2620

membership@icsmail.co.uk
instituteofcustomerservice.com

ISSN 2046-1984

Printed by

Healeys Print Group,

Unit 10-11, The Sterling Complex,
Farthing Road, Ipswich, Suffolk IP15AP

© Copyright 2022 The Institute of Customer Service

All queries regarding editorial and subscriptions
should be directed to: Customer Focus, 4 Gainsford
Street, Brewery Square, London, SE1 2NE

All rights reserved. The editor and The Institute of
Customer Service cannot accept any responsibility

for statements by contributors whose views do not
necessarily represent those of The Institute of Customer
Service. No part of this magazine may be reproduced

in any form whatsoever without the publisher’s prior
written permission. Although every effort has been
made to ensure the information contained in this
publication is accurate, the publisher cannot accept
any liability for inaccuracies that may occur.

Do you have a colleague who would be interested in a regular copy of Customer Focus?

Visit www.instituteofcustomerservice.com/subs

o e e .
‘9, The Institute of

°4 ...° Customer Service

L]



